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Abstract
Purpose - The primary aim of this study is to identify the factors that influence the Greek
consumers’ purchase intentions of dairy functional foods. The Theory of Planned Behaviour is used
in order to understand the underlying dimensions that aim to predict Greek respondents’ willingness
to purchase dairy functional food products.
Methodology – The study uses quantitative methodology, more specifically, it makes use of
structured questionnaires. Overall 154 complete and usable questionnaires were obtained. For the
data analysis, Excel and SPSS 17.0 have been used. The statistical procedure used for testing the
hypotheses is mainly multivariate linear regression.
Results – The results report that the factors that influence Greek consumers’ purchase intention of
dairy functional foods in descending order of their strength are as follows: (i) attitude towards these
products, (ii) previous purchasing behavior, (iii) social contacts, (iv) price, and (v) perceived
knowledge of the products, (vi) perceived taste of dairy functional foods and (vii) the age of the
consumers. A proposed model is developed.
Research limitations and directions for further research – While carrying out this research, the
following limitations are identified: time constraint, small sample size, need for a more diverse
sample and need for qualitative data collection method, in addition to the quantitative method.
Factors such as psychographic characteristics, skepticism and health state could be used for further
research. As the findings of this study might be country-specific, it is suggested to carry out cross-
country studies.
Theoretical implications - The chosen model could be further validated in the future, as 63.4% of
the variables are explained by the model.
Managerial implications - Having a better understanding of the factors behind purchase intention
of dairy functional foods could assist marketers of these products to improve their marketing
communication messages and channels used.
Keywords: dairy functional foods, TPB, foods with health benefits, purchase intention, factors,
yoghurt, milk, attitude, neophilia, food marketing.
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1. INTRODUCTION AND BACKGROUND TO THE RESEARCH
1.1. Introduction - Functional Foods Market
As described by Rozin (1997), while food is an indispensable nutritional and energy source,
it also constitutes an important socializing and pleasure element in one’s daily life. It appears that
health awareness trends positively influence the consumption of healthy foods, such as functional
food products (Chase et al., 2009). Functional foods represent one of the food categories that are
widely recognized for their added health benefits (e.g., Hacıoğlu and Kurt, 2012; Codoñer-Franch
and Valls-Bellés, 2010). Over 270 food items have the status of functional foods (Pew Initiative on
Food and Biotechnology, 2007), and while some have not been exposed to any technological
advances (such as fruits, vegetables, green tea, olive oil, cranberry juice and tomatoes), others are
technologically advanced either by adding or by modifying ingredients (soy foods, omega-3 eggs,
probiotic yogurt, low cholesterol butter, enriched breakfast cereal etc). A significant proportion of
these food products are the result of technological advances, i.e. added nutrition (for instance,
Dannon Activia yogurt introduced by the Dannon Company, which contains bifidus regularis, a
probiotic that helps naturally regulate the digestive system (Dannon, 2005)). Currently, within the
food industry, the addition of key health ingredients are increasing and fiber is the most preferred
component (44%), followed by whole grain (36%), protein (27%), omega-3 (23%) and antioxidants
(6%) (Nutraceuticals World, 2011).
The functional food industry faces several challenges and opportunities, including the
registration and certification of new products, quality controls and health checks (Perić, Rodić and
Milošević, 2011). Despite these challenges, the growth of the functional foods market is slowly
increasing. However, it is increasing constantly together with the increase in consumers’ health
awareness. This is mainly attributed to several public and private factors, which amongst others
include: (a) simplified approval procedure for health claims on functional food labels; (b)
governments’ investment in disease prevention; (b) creation of innovative methods that improve the
product; (c) higher margins on functional foods than on conventional foods
(PricewaterhouseCoopers, 2009); (d) consumers’ health awareness (Pferdekamper, 2003; Labrecque
et al., 2006).
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Indeed, in developed countries such as the USA and UK the increase in functional food
consumption is up to 10% annually (Perić, Rodić and Milošević, 2011). As regards the EU, this
market shows an increasing trend of 1-5% yearly (Yannakopoulos, 2005). In Greece, the functional
foods market is still growing, despite the fact that the market was hampered by the recent worldwide
financial crisis and the country’s high fiscal debt (Heller, 2010). Potential reasons behind this
growth could be the “increasing westernization of lifestyles in Greece”, as result of poor diets, lack
of exercise and high level of stress (Heller, 2010). Furthermore, medical research indicates that
Greeks are becoming less healthy, suffering from obesity, diabetes and coronary diseases, which
could be one of the drivers for them to switch to healthier foods, such as those belonging to the
functional foods category (Heller, 2010). Although the trend to look for healthier food solutions has
been evident in other countries such as the USA and UK (Perić, Rodić and Milošević, 2011), there is
limited knowledge about whether this could also apply in Greece (Heller, 2010; Siro et al., 2008).
Indeed, dairy products, a special category of functional food and the focus of the current study,
account for more than 50% of functional foods sales globally in 2004 (Siro et al., 2008). While
major markets of dairy probiotics are Germany, Scandinavia, France, the Netherlands, Estonia,
Switzerland, there is little information on Greece’s acceptance of such products (Siro et al., 2008).
Thus, further research into the area is required considering the benefits that could accrue from
increasing their consumption by the Greek population.
1.2. Aims of the Study
Dairy functional foods, a good representative of functional food products, are part of the
probiotics. These are live microorganisms that when consumed in adequate quantities could bring
health beneﬁts to their host (Siro et al., 2008). The most extensively used bacteria within the
probiotic field are lactic acid bacteria and bifidobacteria. According to Bhat and Bhat (2011, p.6),
“evidence of health benefits associated with the presence of specific components or bacteria in dairy
products is progressively gaining established scientific credibility”. For instance, functional milk
components have been proved to have positive effects on the immune system, on the cardiovascular
system, on the gastrointestinal tract, as well as helping to prevent diseases such as hypertension,
obesity, osteoporosis, cancer, diabetes.
Despite the claimed additional benefits of functional foods, there is relatively limited
evidence about consumer responses to dairy functional food health claims. Moreover, functional
foods are considered novel foods (Huotilainen, 2005), along with genetically modified foods,
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nutritionally modified foods, organic foods and ethnic foods (Tuorila et al., 2001). Due to
technological interventions, not all new foods may result in health benefits, which may lead to
consumers’ reluctance to use these products (Niva and Mäkelä, 2007). Thus, it is important to
examine dairy functional foods. Therefore, expanding on the research already conducted in other
parts of the world (Verbeke, 2005; Labrecque et al., 2006; Roininen, Lähteenmaki and Tuorila,
1999; Urala, 2005; Padberg and Westgren, 1979; Sääksjärvi, Holmlund and Tanskanen, 2009; IFIC
2000), this study aims to gain an insight into Greek consumers’ attitudes and purchasing intentions
with regard to dairy functional foods. The Theory of Planned Behaviour will be used in order to
understand the underlying dimensions that can predict Greek respondents’ willingness to use
functional food products. The main research question is: “What are the factors that influence Greek
consumers’ intentions when purchasing dairy functional foods?”
Based on the study’s research questions, aims/objectives and adopted theoretical framework,
the following hypotheses are shaped:
H1: High health awareness positively affects Greek consumers’ behavioural intention to
purchase dairy functional foods.
H2: There is a positive relationship between Greek consumers’ neophilia and intention to
purchase dairy functional food products.
H3: Perceived Greek consumers’ knowledge on dairy functional foods positively affects
their purchase decision.
H4: There is a positive relationship between Greek consumers’ attitudes towards dairy
functional foods and their intent to purchase these products.
H5: Social contacts (such as family, friends, colleagues, doctor) have a positive relationship
to Greek consumers’ intentions to purchase dairy functional foods.
H6: Socio-demographic status (i.e, being female, older, educated, married and having some
children) positively affects Greek consumers’ intentions to purchase dairy functional foods due to
their resulting health benefits.
H7: A consumer that has previously bought dairy functional food products is more likely to
have intentions to purchase them in the future.
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H8: Perceived taste of dairy functional foods will positively influence the intention to
purchase these products.
H9: High prices of dairy functional foods will influence negatively Greek consumers’
purchasing intention.
This study contributes on several fronts. Firstly, knowledge of what influences Greek
consumers’ intention to purchase dairy functional foods would be gained. Indeed, while the findings
of prior studies’ have provided conflicting evidence on the significance of each factor towards
consumers’ intention to purchase functional foods (IFIC, 2000; Padberg and Westgren, 1979;
Sääksjärvi, Holmlund and Tanskanen, 2009; Labrecque et al., 2006; Krystallis, Maglaras and
Mamalis, 2008), this research aims to provide a clear picture of the factors that seem to be the most
important among Greek consumers.  Secondly, this information could be utilized by the dairy food
marketers. Such an action will assist marketers to target better the consumers and to adopt more
effective marketing mix strategies, which as a result, would lead to higher customer satisfaction,
sales and profits.
1.3. Overview Outline
This dissertation is divided into four chapters: (1) Introduction, (2) Literature Review, (3)
Methodology, (4) Results, Analysis and Discussion and (5) Conclusions and Recommendations. The
first chapter introduces functional foods market, presents the aims of the study and the structure of
the dissertation. The second chapter reviews the theoretical and empirical frameworks of consumers’
attitudes and purchasing behaviour towards dairy functional food products. The developed model is
presented along with the resulting hypotheses. The third chapter justifies the use of quantitative
methods for this research, describes how the methodology is implemented and what the sampling
frame is. The fourth chapter illustrates the results obtained from SPSS 17.0, analyzes them and
interprets the findings. Finally, the fifth chapter summarizes the main findings and provides
conclusions, recommendations and directions for further research as regards the factors that
influence dairy functional foods purchase intentions in Greece.
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2. LITERATURE REVIEW
2.1. Introduction
This chapter reviews theoretical and empirical frameworks of consumers’ attitudes and
purchasing behaviour towards dairy functional food products. The theory of planned behaviour
(TPB) is adopted to predict Greeks’ dairy functional food purchase intentions. The developed
model is presented along with the resulting hypotheses.
2.2. Theory of Planned Behaviour
A practical social psychological model which can be used in order to support the evaluation
of the reasons which drive people to perform particular behaviours is the Theory of Planned
Behaviour (TPB) (Ajzen and Madden, 1986). The TPB assumes that people make decisions
rationally and that they make logical use of the existing information (Ajzen, 1991). According to
Williamson (2009, par.1), people perform certain behaviours because “they form an intention to
carry out the action”. The stronger the intention to perform a particular behaviour, the more likely
the person is to perform that behaviour. However, consumers’ intentions do not always equate to
behaviour or purchase decision in this case.
There is a need to consider the determinants of behavioural intentions. As it is shown in
Figure 1, behavioural intentions are influenced by (i) the person’s beliefs/attitudes, (ii) social
pressure to conform to the wishes of others, or so called subjective norms, and (iii) perceived ability
to carry out the action which is also called perceived behavioural control (PBC) (Williamson, 2009).
Figure 1 depicts that PBC can also directly affect the consumers’ behaviour. The TPB theory uses
three types of belief systems in order to measure the intent to act: (i) behavioural beliefs, (ii)
normative beliefs and (iii) control beliefs (George, 2004; Hunter, 2006). Behavioural beliefs or
attitudes toward the behaviour describe the attitude related to the outcome of an action. According to
Fishbein and Ajzen (1975, p. 10), an attitude is defined as “a learned predisposition to respond in a
consistently favorable or unfavorable manner with respect to a given object”. Normative beliefs or
subjective norms encompass the degree to which others’ opinions affect decision making. They “are
concerned with the likelihood that important referent individuals or groups approve or disapprove of
performing a given behaviour” (Ajzen 1991, p. 195). Beliefs that ultimately influence intention and
action are control beliefs or PBC, which recognize the confidence level to which the individual has
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had experience with the action and the relative ease to which the behaviour occurs (George, 2004;
Hunter, 2006). Thus, according to Ajzen (1991, p. 196), “the more resources and opportunities
individuals believe they possess, and the fewer obstacles or impediments they anticipate, the greater
should be their perceived control over the behaviour”.
Figure 1: Theory of Planned Behaviour
Source: As adopted by Armitage and Conner 2001, p.472
As this study has the aim to evaluate the relationship between attitudes and intentions, the
TPB appears to be the most suitable since it is well supported by broad empirical evidence (Ajzen
1991). Thus, the TPB may help predict dairy functional food purchase behaviour. TPB is recognized
as an applicable predictive model for health behaviours (O'Connor and White, 2010), where
consumption of functional foods could represent an action associated with health behaviour
improvement. Other applications of this theoretical framework include predicting consumers’
intentions to purchase foods enriched with omega-3 fatty acids in Australia (Patch, Williams, and
Tapsell, 2005).  Also, the TPB model was successful in predicting Swedish consumers’ attitudes and
purchase intentions of functional food in general (Mitchell and Ring, 2010). Hence, the TPB is
considered as appropriate for this study.
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2.3. Factors Affecting Consumers’ Purchase Behaviour towards Dairy Functional
Foods
Up until recently, research has focused much on predicting actual behaviour (Mitchell and
Ring, 2010). “Behaviour involves the person’s intentions to do something with regard to an attitude
object” (Solomon et al., 2006, p. 140). Nevertheless, an intention does not always translate into
actual behaviour. Several factors may impede the actual behaviour, even though the consumer’s
intentions are sincere (Solomon et al., 2006). According to Ajzen (1991), in the framework of the
TPB, much work was done to evaluate the relation between intentions and actions. It was found that,
in general, behaviour can be predicted from intentions with significant accuracy.
Thus, consumers’ purchasing behaviour towards dairy functional foods can also be predicted
by the intentions. Several factors have been identified to affect the intention to purchase functional
foods, such as belief in health benefits of functional foods (Verbeke, 2005; Labrecque et al., 2006;
Krystallis, Maglaras and Mamalis, 2008; Roininen, Lähteenmaki and Tuorila, 1999; Urala, 2005),
consumers’ socio-demographic characteristics (Verbeke, 2005; Padberg and Westgren, 1979;
Sääksjärvi, Holmlund and Tanskanen, 2009), claimed knowledge of the concept (Verbeke, 2005;
Labrecque et al., 2006; Sääksjärvi, Holmlund and Tanskanen, 2009; IFIC, 2000; Padberg and
Westgren, 1979), trust (Krystallis, Maglaras and Mamalis, 2008; Labrecque et al., 2006; Urala and
Lähteenmäki, 2007; Urala, 2005), safety of functional foods (Urala and Lähteenmäki, 2007), reward
from using functional foods (Urala and Lähteenmäki, 2007), neophilia (Labrecque et al., 2006;
Urala and Lähteenmäki, 2007), taste (Roininen, Lähteenmaki and Tuorila, 1999; Urala, 2005;
Verbeke, 2006), appearance (Urala, 2005), and price (Krystallis, Maglaras and Mamalis, 2008;
Annunziata and Vecchio, 2011).
2.4. Proposed Model
From the diversity of the available studies and based on the theory of planned behaviour, a
conceptual model (see Figure 2) was constructed to illustrate the factors that influence the
purchasing intentions of Greek consumers towards dairy functional foods. As can be noticed in the
adapted model, (i) health awareness, (ii) food neophilia/neophobia, (iii) perceived knowledge and
(iv) general attitude towards dairy functional foods fall under the category of attitudes. Under
subjective norms, social contacts is included, i.e. family, friends, colleagues and doctor.
Demographics (i.e., age, gender, education, family status and number of offspring), previous
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purchasing of dairy functional food products, perceived taste and its salience and price perception
fall under the category of perceived behavioural control. As the aim of this study is to identify the
determinants of purchase intentions for functional food rather than the actual behaviour of buying
them, the TPB will only be applied up to the ‘intention’ component.
Figure 2: Proposed model for the dairy functional food products attitudes and purchasing
behaviour of Greek consumers
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2.5. Research Hypotheses Development
Behavioral Beliefs
Health Awareness
People nowadays are not only concerned about the duration of their lives, but also about the
quality of their lives, including health state (Chen and Wang, 2009). Health awareness is not only
represented by the active cure of illness, but is also a concern during daily life. “It is a social-
oriented concept, with a direct impact on attitudes and behaviours of people’s participation in health
activities” (Chen and Wang, 2009, p.62). According to Kraft and Goodell (1993), people who have a
high level of health awareness lead a "wellness-oriented" lifestyle. They usually pay much attention
to nutrition, fitness and stress. They tend to take responsibility for their health and purchase healthy
products and services (Kraft and Goodell, 1993). Health aware consumers usually search for natural,
organic products that can satisfy their nutritional and health needs (Bemporad and Baranowski,
2007). They seek for standards and safeguards that guarantee the quality of the products they use
(Bemporad and Baranowski 2007). When purchasing food, consumers take into consideration
several health benefits offered by the specific food, such as improvements to general health,
control/reduction of cholesterol, weight loss/control, reduction of heart disease, reduction of cancer
risk, improvement of energy level, increased resistance to disease, control/reduction of risk of
diabetes, improvement to memory, improvements to visual function, among others (e.g., Chase et
al., 2009). Functional foods represent a category of food products that can satisfy the health needs
of such consumers.
In the context of functional foods, health consciousness and preventative health behaviour
were identified as positively influencing their acceptance (Pferdekamper, 2003; Labrecque et al.,
2006). Additionally, Verbeke’s research (2005) reports that trusting the health benefits that could
result from using functional foods could be a major determinant of these products’ acceptance. The
results of a study by Krystallis, Maglaras and Mamalis (2008) show that health improvement and
health risk prevention through suitable dietary options have been suggested as being the most
significant reasons behind functional food purchasing. It’s worth mentioning that an IFIC (2000)
study highlights that consumers aged above 55 are the largest group of functional foods consumers
to be targeted due to their being more health conscious. Finally, in Finland, functional foods appear
to move toward “the status of conventionally healthy foods” (Urala 2005, p.4), which indicates that
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their benefits tend to be standard choices of healthiness. According to these findings, the first
hypothesis can be stated as follows:
H1: High health awareness positively affects Greek consumers’ behavioural intention to
purchase dairy functional foods.
Food Neophobia/Neophilia
New foods in contemporary societies are often ambivalently received and consumers’
reactions vary from enthusiasm to suspicion and opposition (Huotilainen, 2005). Thus, based on the
behaviour of novel foods rejection/acceptance, three types of consumers can be categorized:
neophilic, neutral, and neophobic consumers. Neophilic consumers are likely to accept unfamiliar
foods (Huotilainen, 2005; Pliner and Salvy, 2006; The Society of Sensory Professionals, 2010),
where neophilia is “a fetishistic love of all that is new” (Rhodes and Pullen, 2010, p. 2). As Rhodes
and Pullen (2010, p.2) describe it:
“With neophilia, the new is something to be loved, worshipped, and adored for its own sake.
Those afflicted with Neophilia become excited about novelty; they crave newness and the
progress that it promises”.
On the contrary, neophobic consumers are likely to reject unfamiliar foods (Huotilainen,
2005; Pliner and Salvy, 2006; The Society of Sensory Professionals, 2010). Food neophobia is “a
reluctance to ingest novel foods” (Pliner and Salvy, 2006, p. 75). It is a normal reaction in humans
in order to be protected from the threat of being poisoned by eating potentially unsafe foods. As a
result, food neophobia can affect food choice (The Society of Sensory Professionals, 2010),
including the choice of functional foods (Jonas and Beckmann, 1998).
The acceptance of functional foods was vaguely investigated in terms of
neophilia/neophobia. Depending on its intensity, consumers show either favorable or unfavorable
attitudes towards functional foods. For instance, neophobia was found to influence negatively
attitudes towards functional foods (Labrecque et al., 2006). Urala and Lähteenmäki (2007) found
that in 2001 neophobia decreased slightly the willingness to use functional foods, while in 2002 and
2004, its effects were smaller. Few studies have linked TPB with functional food
neophilia/neophobia (Sukboonyasatit 2009; Tuorila et al., 2001). For instance, Tuorila et al. (2001)
showed that males were more neophobic about novel foods than were females. Also, an increased
consumption by older adults (66-80 years) indicated that they were more neophobic towards novel
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food products than other age groups (Tuorila et al., 2001). Thus, it is important to find out if Greeks
are novelty seekers and hence if neophilia is an influential determinant of the dairy functional foods
purchasing intention. Based on all these findings, it may be assumed that:
H2: There is a positive relationship between Greek consumers’ neophilia and intention to
purchase dairy functional food products.
Perceived Knowledge
Product knowledge has a significant role in the research of consumer behaviour. It is based
on memories or known knowledge (Shirin and Kambiz, 2011). According to a study by Lin and
Chen (2006), product knowledge can have an impact on consumer purchasing intention. Moreover,
it has been proposed that knowledge is connected to buying behaviour (Sääksjärvi, Holmlund and
Tanskanen, 2009). In order to buy functional foods, consumers need to know primarily what these
products are. Without good knowledge, a consumer usually purchases functional foods occasionally,
lacking a constant preference towards functional foods (Sääksjärvi, Holmlund and Tanskanen, 2009;
Sukboonyasatit, 2009). The knowledge factor is essential and crucial for a category such as
functional foods, first of all, because they possess characteristics that are more abundant and
complicated than those of food in general, and second, because the beneﬁts of consuming functional
foods are evaluated with difficulty (Sääksjärvi, Holmlund and Tanskanen, 2009). Knowledge has
been proved to explain a large amount of the variations in consumer decision-making towards
functional foods (Verbeke, 2005). McGuire (2002) reports that consumers have limited knowledge
about functional foods. Previous research shows that non-users of functional foods mention lack of
knowledge as one of the explanations for not using the products (O'Connor and White, 2010).
However, in line with Sukboonyasatit’s research (2009), Europeans are becoming more familiar
with functional foods; thus knowledge could contribute positively to the success of the functional
foods market. High knowledge has been shown to be a determinant of functional foods acceptance
among students (Labrecque et al., 2006). In accordance with this, the third hypothesis of the
proposed model is defined as follows:
H3: Perceived Greek consumers’ knowledge on dairy functional foods positively affects
their purchase decision.
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Attitudes towards dairy functional foods
As was discussed previously in this study, from the TPB point of view, intentions are
predicted by attitudes (Ajzen, 1991), which are positive or negative evaluations of performing a
certain behaviour.  Attitudes appear based on a person’s behavioural beliefs (Mitchell and Ring,
2010; Ajzen, 1991). An attitude is long-lasting, as it has the tendency to persist over time (Solomon
et al., 2006).
According to Tuorila (1997), attitudes strongly influence food choice behaviour. In the
context of functional foods purchases, a positive attitude towards functional foods has been reported
as a significant predictor of willingness to purchase (Urala and Lähteenmäki, 2004; O'Connor and
White, 2010). Moreover, attitude was a strong predictor of non-users’ willingness to use these
products (O'Connor and White, 2010). Positive attitudes towards purchasing functional food were
revealed by several studies in different countries. Thus, Mitchell and Ring (2010) state that Swedish
consumers have slightly more positive attitudes; Bech-Larsen and Grunert (2003) report similar
findings as regards Finnish consumers. Overall, the attitude to functional foods is positive, “so such
a concept represents a sustainable trend in a multi-niche market” (Siro et al., 2008, p. 465).
Sukboonyasatit (2009) suggests that attitudes towards the concept of functional foods are mainly
positive, however skepticism is obvious. Other studies found that consumers have negative attitudes
towards functional foods. More specifically, the Danish were identified to be strongly against
functional foods, apparently for the reason that “consumers may perceive functional enrichment as
interfering with nature” (Bech-Larsen and Grunert, 2003, p.9). Also, French students showed
unfavorable attitudes toward these foods (Labrecque et al., 2006). Jonas and Beckmann (1998)
point out that the negative attitudes contribute to a situation of uncertainty leading to fewer sales.
Despite the latter contradictory findings, it is suggested that:
H4: There is a positive relationship between Greek consumers’ attitudes towards dairy
functional foods and their intent to purchase these products.
Subjective Norms
Social Contacts
Scientists have long admitted that consumer’s behaviour could be influenced by the groups
they are members of or reference groups that influence their attitudes, beliefs and values (Solomon
et al., 2006; Bearden and Etzel, 2001). In terms of the TPB and in the context of functional foods,
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reference groups or peer communication are the subjective norms, or “the influence that people in
the respondent’s social environment have on the consumption of functional foods” (Sukboonyasatit,
2009, p.69).
Prior research has found that the subjective norm had an important positive effect on
behavioural intention to consume functional foods (Sukboonyasatit, 2009). The influence was both
direct and indirect, as the subjective norms influenced also people’s attitudes towards functional
foods. Also, subjective norms were important predictors of non-users’ willingness to use functional
foods (O'Connor and White 2010). However, Patch, Williams, and Tapsell (2005) posited that
subjective norms are not always synonymous with intention. For instance, Mitchell and Ring (2010)
reveal that Swedish consumers tend to have a neutral subjective norm towards buying functional
food; however, their subjective norm could affect intentions. In line with this research, it is
hypothesized that:
H5: Social contacts (such as family, friends, colleagues, doctor) have a positive relationship
to Greek consumers’ intentions to purchase dairy functional foods.
Perceived Behavioural Control
Demographics
Demographics are descriptive observable characteristics of a population (Solomon et al.,
2006), such as age, gender, income, birth rate or education. Demographic variables may influence
consumer habits, preferences and, consequently, purchase behaviours. Different age groups have
very different needs and wants with regard to food (Solomon et al., 2006). Middle-aged people (45–
59-year-olds) tend to have the most positive experiences and seem to be the most optimistic age
group, while the elderly (>60-year-olds) tend to be the most sceptical and pessimistic about
functional foods (Niva and Makela, 2007). Additionally, consumer awareness of functional foods
decreases with increasing consumer age (Verbeke, 2005). However, Gilbert (1997), IFIC (2000) and
Poulsen (1999) stated that consumers aged 55+ are among the heavy users of functional food.
Regarding gender, the majority of studies reveal that females are the most likely buyers of
functional foods (Gilbert, 1999; Verbeke, 2005; IFIC, 2000; Poulsen, 1999). This behaviour could
be attributed to women’s role as home care givers and thus being those who are on the whole
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responsible for food purchasing. Furthermore, women have often been reported to have higher levels
of health awareness (Verbeke, 2005). Contrary to these findings, Niva and Mäkelä (2007) state that
gender was shown not to be a differentiating variable.
Higher education has often been associated with health conscious consumer habits, and thus
greater proportions of income being spent on healthy food (Solomon et al., 2006). It is often the case
that consumers with higher levels of education (i.e. college level) are more likely to be among
functional food users (Gilbert, 1997; Verbeke, 2005; IFIC 2000). Niva and Mäkelä (2007) report
that consumers with a lower level of education may be more pessimistic about functional foods than
consumers with a higher level of education. On the contrary, one study in Denmark which consisted
of three analyses – focus-group interviews, quantitative analysis and cluster analysis – demonstrated
higher acceptance among the lower educated (Poulsen, 1999).
Finally, a person’s family status (i.e. married, divorced, single) or the presence of young
children in the household could be another significant demographic variable on consumers’
spending priorities (Solomon et al., 2006). For instance, families with young children are major
consumers of health foods (Solomon et al., 2006). Hence, consumers with children are believed to
be more likely to purchase functional foods compared to consumers without children (Gilbert, 1997;
Verbeke, 2005).
Even though one study (Niva and Mäkelä, 2007) challenges all the findings above, implying
that demographics have poor explanatory power, because of the “multidimensionality of
acceptability”, the following hypothesis is tested:
H6: Socio-demographic status, thus, being female (H6a), older (H6b), educated (H6c),
married (H6d) and having some children (H6e) positively affects Greek consumers’ intentions of
purchasing dairy functional foods due to their resulting health benefits.
Previous purchasing behaviour (Previous consumption experiences with functional dairy products)
According to Ajzen (1991), prior behaviour could predict future behaviour, which is
“independent of the effects of beliefs, attitudes, subjective norms, and intentions” (p. 203), under the
conditions that the determinants of the behaviour remain unchanged. More specifically, it is
assumed that repeated behaviour leads to the formation of a habit; thus, the behaviour remains
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eventually stable. “Under the assumption of stable determinants, a measure of past behaviour can be
used to test the sufficiency of any model designed to predict future behaviour” (Ajzen, 1991, p.
202). Hence, consumers’ intention to purchase functional foods could be predicted by correlating
past and future behaviour, which would indicate the behaviour’s stability. There was found no
previous research that could test if past purchasing behaviour influences intention to purchase
functional foods. However, this study will test the following hypothesis:
H7: A consumer that has previously bought dairy functional food products is more likely to
have intentions to purchase them in the future.
Taste
Regardless of the rising consumer demand for health benefits from food, taste is still among
the most significant influencers in a consumer’s decision-making process (Thompson and Moughan,
2008).  A conventional food can be “freely marketed on the basis of taste” (Pew Initiative on Food
and Biotechnology, 2007, p. 63). Good taste is an essential characteristic of any food product (Urala
and Lähteenmäki, 2007). Still, unpleasant taste tends to be welcome in functional foods (Urala and
Lähteenmäki, 2007). Based on several studies (Annunziata and Vecchio, 2011; Poulsen, 1999;
Verbeke, 2006; Siro et al., 2008; Jonas and Beckmann, 1998; Urala and Lähteenmäki, 2004), one of
the major factors for acceptance of functional foods is taste. Taste has been reported as a strong
influence on purchasing intention (Poulsen, 1999). Indeed, evidence suggests that taste is more
important compared to a products’ functional benefits (Jonas and Beckmann, 1998; Verbeke, 2006).
A confirmation of this statement is Verbeke’s (2005) study, which reports that 54% of the
respondents are not willing to accept functional foods in case they had a less pleasant taste
compared to conventional foods. Additionally, Urala and Lähteenmäki (2004) show that young
consumers are not willing to compromise on taste for the claimed health benefits of functional
foods. However, Jonas and Beckmann (1998) found out that few consumers were ready to discount
taste for functional foods’ health benefits.
Furthermore, Raghunathan, Naylor and Hoyer (2006), across four experiments, posit that
taste and healthiness of food products are often two conflicting dimensions, unhealthy foods being
tastier to their healthier alternatives. Thus, consumers that are less health-conscious may rely on the
tastiness dimension and assume that functional foods, which are healthy products, may not taste as
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good as conventional foods do. Thus, taste could be an obstacle in purchasing healthy foods. In this
context and based on the discussion given, it is hypothesized that:
H8: Perceived taste of dairy functional foods will positively influence the intention to
purchase these products.
Price
Price is one of the major factors influencing food choice (Krystallis, Maglaras and Mamalis,
2008; IFIC, 2000; Roininen et al., 2001). Decisions and intentions to purchase functional foods
could be determined by price (Sukboonyasatit, 2009; Verbeke, 2005; Niva and Mäkelä, 2007).
Extant research suggests that consumers believe functional foods to be more expensive than
conventional foods (Sukboonyasatit, 2009). Indeed functional foods tend to have 30-50% or even
more premium price (Sääksjärvi, Holmlund and Tanskanen, 2009; Siro et al., 2008). “Premium
pricing is often used when a product line contains several versions of the same product; the highest-
quality products or those with the most versatility are given the highest prices” (Pride and Ferrell,
2011, p. 295). High price can affect consumers purchasing intentions both positively and negatively
(Dodds, Monroe and Grewal, 1991).  On one hand, a higher price decreases a consumer’s intention
to purchase, because of his/her limited income. Consequently, high price-premium can be
considered as a major obstacle in the market success of numerous functional food products (Siro et
al., 2008; Mitchell and Ring, 2010; Annunziata and Vecchio, 2011). Thus, Sukboonyasatit (2009)
and Krystallis, Maglaras and Mamalis (2008) suggest that functional foods should not be
excessively priced, since consumers are willing to accept limited price premia for these kinds of
products (Siro et al., 2008). On the other hand, a higher price increases a consumer’s intention to
purchase a product, because a higher-priced product is perceived as of higher quality (Zeithaml,
1988). Moreover, “the assumption of a price–quality relationship is one of the most pervasive
market beliefs” (Solomon et al., 2006, p. 282). Thus, several consumers report that price would have
little impact over their buying decisions (Sukboonyasatit, 2009); they prefer “the healthier
alternative regardless of price” (Annunziata and Vecchio 2011, p.23).
Numerous studies (Jonas and Beckmann, 1998; Sääksjärvi, Holmlund and Tanskanen, 2009)
report that premium price is not justified by the health benefits offered by functional foods.
Furthermore, it could be suggested that price may be perceived as more important than the
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functional attributes they may provide (Jonas and Beckmann, 1998; Mitchell and Ring, 2010). Thus,
functional foods are perceived as too expensive by consumers, especially by those with lower
income (Mitchell and Ring, 2010). Additionally, non-users of functional foods refer to price as the
reason not to purchase these products (Niva, 2006). In line with this research, it is hypothesized that:
H9: High prices of dairy functional foods will influence negatively Greek consumers’
purchasing intention.
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3. METHODOLOGY
3.1. Introduction
This chapter explains how the research was conducted. It justifies the use of quantitative
over qualitative methods. Further it illustrates how the methodology was implemented in order to be
able to answer to the main research question: “What are the factors that influence Greek consumers’
intentions to purchase dairy functional foods?” It describes the sampling frame, the survey design,
the measures and tools for data analysis.
3.2. Justification of the Methodology Choice
According to Eldabi et al. (2002), any type of research must be done based on a well-defined
research methodology. For this reason, different methodological approaches were evaluated, in
order to choose afterwards the most appropriate one for this research. There are two types of
research methods: qualitative and quantitative (Saunders, Lewis and Thornhill, 2007). Qualitative
methods put much emphasis on words and expressions to convey reality, while, in contrast,
quantitative methods rely on numbers, which correspond to opinions and concepts (Amaratunga et
al., 2002).
This research has the aim to test several hypotheses regarding beliefs and attitudes. Thus, the
approach that should be used, according to Amaratunga et al. (2002), is the quantitative one.  The
advantages of adopting this investigation are: coverage of an ample range of situations, speed and
cost-effectiveness, significant relevance to policy decisions (Amaratunga et al., 2002). Nevertheless,
this approach has several weaknesses: being inflexible and artificial, not very useful in creating
theories, and not very helpful in understanding processes. Hence, the main disadvantage of using it
is that it might sometimes be “less precise or less certain as a measurement of what the researcher
actually wants” (Eldabi et al., 2002, p. 65), thus offering a “thin” picture of people’s opinions and
beliefs.
With reference to the qualitative research approach, its main purpose is to distil meaning and
understand facts (Eldabi et al., 2002). Qualitative data is rich, gives deeper results and has great
capacity to disclose complexity and what “real life” is (Amaratunga et al., 2002). Still, as regards its
weaknesses, qualitative research does no measurement and no quantification of phenomena (Eldabi
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et al., 2002). Besides, volume of data and complexity of analysis (Amaratunga et al., 2002) are
some of its constraints; hence, qualitative data is very time-consuming, less able to be generalized
and most likely biased. It is important to point out that it is recommended to combine both
quantitative and qualitative research methods (Mangan, Lalwani and Gardner, 2004), as they are
complementary. Yet, it was decided to limit this research to quantitative methods, because of time
constraints and in order to simplify the process of gathering and analyzing data.
Quantitative data collection often involves the use of questionnaires as a basis of
measurement (Eldabi et al., 2002). Hence, this research made use of questionnaires, mainly because
of their strengths: cost-effective, familiar to nearly everyone, less disturbing, easy to analyze
(Walonick, 2004). However, the use of questionnaires may involve several disadvantages:
probability of low response rates and little flexibility for the respondent because of their fixed
response format (Amaratunga et al., 2002). However, regarding this research, the desired response
rate could be easily achieved by face-to-face contact with the respondent and through e-mail.
3.3. Sampling Frame, Survey Design and Measures
The survey was delivered to 415 respondents from Greece in August and September 2012.
Based on the experience of Mitchell and Ring (2010), the sample was derived from both probability
sampling and non-probability sampling techniques. It was done in order to increase the response
rate, as time was a constraint for this research. Thus, the non-probability sample responded faster
than the probability sample. The self-completion questionnaire was administered online through e-
mail and in several physical locations. Sending the questionnaires through e-mail was advantageous
both for the respondents and for the researcher, as it saved much time and as the respondents could
fill in the questionnaire whenever it was possible for them. The sample included 88 women and 66
men. On purpose, the questionnaire was delivered to more women than men, as the woman is the
main food-purchase decision-maker of the household (Fotopoulos and Krystallis, 2002).
Respondents of different ages, educational levels and family statuses were chosen, because,
according to Jonas and Beckmann (1998), functional foods do not yet have a clearly distinct target
group. Overall 154 complete and usable questionnaires were obtained. The data collection process
was accurate and careful.
The delivered questionnaire contains a covering letter, which is an indispensable part of the
survey because it maintains a pleasant tone and influences the respondent’s willingness to fill in the
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questionnaire (Walonick, 2004). Initially, the questionnaire introduced the topic of dairy functional
foods; afterwards it described the purpose of the study and emphasized the anonymity of
participants. Based on the recommendations given by Lietz (2010), the questions were constructed
in a clear, simple, precise and relevant way in keeping with the study’s research goals.
Throughout the questionnaire, the attitude towards dairy functional food, the subjective
norm, the perceived behavioural control and intentions of buying dairy functional food were
measured using the standard measurement techniques described by Ajzen (2002). The questions
delivered have answers using the seven-point Likert agreement scales. In accordance with Albaum
(1997) and Solomon et al. (2006), the Likert scale is used in measuring attitudes or components of
attitudes. Typically, it involves a range of statements to which the respondent shows a degree of
agreement or disagreement (Albaum, 1997). The Likert scale makes use of an odd number of
response choices, hence making it possible to get also a neutral response, which is an essential
reason for choosing this scale (Tullis and Albert, 2008). A certain variable (e.g. product knowledge)
is measured by one or more statements (e.g. I’ve heard the term “dairy functional foods”).
Consumers indicated on a scale from 1 to 7 their level of agreement with the statement, where 7
shows the highest level of agreement. Questions were organized into sections, representing one
variable each and including 3-4 statements per variable. Each section was designed with the purpose
to test each of the hypotheses. Finally, the last part of the questionnaire contains socio-demographic
selection strata (age, gender, education, family status and number of children).
As mentioned previously, constructs for all the variables were mainly used from Ajzen
(2002). Additionally, constructs for other studies were used and adapted. Thus, constructs for the
food neophobia/neophilia variable were taken also from Labrecque et al. (2006). Constructs for the
perceived knowledge variable were taken from Verbeke (2005) and Labrecque et al. (2006).
Constructs for the variable of attitude towards dairy functional foods were taken also from Mitchell
and Ring (2010) and O'Connor and White (2010). Constructs for the peer communication/influence
variable were taken from Sukboonyasatit (2009) and Mitchell and Ring (2010). Constructs for the
price perception variable were taken from Verbeke (2005). Finally, constructs for the purchasing
intention variable were taken from Sukboonyasatit (2009). Appendix 1 gives details of the
questionnaire used.
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3.4. Statistical Tools for Data Analysis
For most of the data analysis, Excel and SPSS (Statistical Package for Social Sciences) 17.0
were used, where SPSS is one of the most popular statistical packages for research, academic and
decision purpose (SPSS, 2012). SPSS 17.0 is a complete and flexible statistical analysis solution.
For this reason, it was chosen for this investigation. The statistical procedure that was used for
testing the hypotheses was the multivariate linear regression.
To conclude, if the research were to be carried out again, there can be made a number of
recommendations for improving the methodology. For example, besides quantitative methods,
qualitative methods could have been used in order to offer more insightful details about the factors
that influence purchase intention. Furthermore, a higher number of respondents could have been
approached, especially through the probability sampling technique, given its advantages.
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4. RESULTS
4.1. Introduction
This chapter provides an overview of the data that was collected. The results were organized
and analyzed through Excel and SPSS 17.0 software. The general profile of consumers is discussed
and then the breakdown of results is illustrated. Finally, the nine hypotheses are tested and findings
are given.
4.2. General Profile of Consumers
As discussed in the methodology section, the survey was delivered to more women than
men, because the females tend to be the main food-purchase decision-maker of the household
(Fotopoulos and Krystallis, 2002). Thus, the sample included 88 women and 66 men (see Figure 3).
Figure 3: Gender Distribution of Results
As regards age, more than half of the sample included respondents aged 21-30 years (see
Figure 4), which is explained by the fact that the younger consumers demonstrate a higher survey
response rate, since it was easier to contact this age group. Afterwards, follow the elder age groups
31-40 years and 41-50 years with 21% and 11%, respectively. The sample included also several
respondents aged below 20 and above 50 years of age.
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Figure 4: Age Distribution of Results
According to level of education, 60% (n=92) of the respondents report to have higher level
of education, i.e. Masters or Doctorate degree, followed by undergraduates, who represent 34%
(n=52) of the sample (see Figure 5). Only 6% of the respondents (n=10) are still attending High
School or have High School as their higher level of education. The higher educated respondents
represent the biggest proportion of the sample providing less presentation of the less educated.
However, evidence from prior studies reveals that upper educated consumers tend to be among the
most probable functional food users (e.g., Gilbert, 1997; Verbeke, 2005; IFIC, 2000).
Figure 5: Level of Education Distribution of Results
As regards family status, 65% of the respondents are single, which is probably explained by
their young age, as it was found out that 58% of the respondents are aged 21-30 years (see Figure 6).
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Married people consist 25% of the sample, followed by respondents who report to have “other”
family status, which in most of the case means “in a relationship” or “not clear”. There isn’t any
widow(s) within the sample; however there are 2% of the respondents divorced.
Figure 6: Family Status Distribution of Results
Finally, 82% of the respondents report to have no children (see Figure 7), probably explained
again by their young age and single family status. Considering the fact that the majority of the
respondents did not appear to report any children, relationships between number of children and
food intentions may not be indicative due to their poor representation.
Figure 7: Number of Children Distribution of Results
Page 33 of 83
4.3. Breakdown of Results
Table 1: Evaluated Variables
Before proceeding to analysis, certain items were reversed. The reversed items were 1 (“I
don’t trust new food”) and 2 (“I am afraid to eat things I have never tried before”) from the
Neophilia construct and for the item from Price variable (“I don’t mind paying more for dairy
functional foods”). Afterwards, several tests were carried out: validity and reliability tests.
To ensure the validity of the measures used, each set of questions were tested using factor
analysis (see Appendix 2). All the questions loaded a factor above 0.600, thus meeting the
requirements of minimum 0.500. Only the question from Taste questions set T1 (“Dairy functional
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foods taste as good as similar conventional foods”) is dropped due to poor loadings (0.400). All sets
of items loaded an excellent fit. This shows that the data corresponded to the theoretical grouping of
items into distinct variables.
In order to measure internal consistency or reliability for the scales, Cronbach’s alpha was
run for seven question sets, since it is generally used for Likert questions in a survey. Socio-
Demographics, Price and Previous Purchasing Behavior sets of questions were not subject to
Cronbach’s alpha. The table below summarizes the results (see Appendix 3 for more details). The
lowest Cronbach’s alpha was set at 0.7. For most of the questions, the results indicate relatively a
good level of internal consistency for the scales with 154 respondents (see table below). However, it
was decided to remove one item from the Taste items grouping (T1), and as result the Cronbach’s
alpha for this variable increased from 0.659 to 0.848.
Table 2: Cronbach’s Alpha Results
After performing the reliability and validity tests in order to follow the data requirements, the
analysis was done. The responses from the questions sets were averaged for every questionnaire, in
order to obtain an overall score for each variable construct. Descriptive statistics results are
illustrated in Table 3 and in Appendix 4 through histograms.
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Table 3: Descriptive Statistics
The respondents show on average a medium level of agreement with the given statements.
They have a somewhat high level of health awareness; they are slightly food neophilic and they
have a good level of product knowledge. However, the respondents report that social contacts and
taste have a small significance to them. Median values (median≈4) show that the respondents are
divided into a half that report to have a certain level of agreement with the statements and, the other
half that report to have a similar level of disagreement with the statements, except the items that
refer to health awareness, product knowledge and general attitude towards dairy functional foods
(5≤median≤6). Based on the standard deviation values, apart from health awareness value, the
average deviation around mean is approximately 1.2-1.6, showing a wide range of opinions as
regards the statements. Additionally, all the distributions are approximately symmetric to
moderately symmetric with values of skewness between -0.5 and 0, which shows that the majority
of the values are concentrated around the mean with a minor tendency to the right of the mean. As
regards kurtosis, all the distributions are slightly platykurtic (kurtosis<0), except the Social Contacts
distribution, which means that overall the data is spread out with a wider peak and that the curve is
flatter than the normal curve. However, the kurtosis values are generally greater than -0.5, which
means that the distributions’ peak is just slightly shallower than the peak of a normal distribution.
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Health Awareness: Respondents show a higher than average level of health awareness.
Moreover, health awareness variable obtained the highest mean (mean=5.82) and median scores
(median=6.00) in comparison with the other variables. This means that health is very important for
consumers and that they take responsibility for their state of health. Half of the respondents agree or
strongly agree that a healthy diet is a very significant factor of health. Moreover, health awareness
variable obtained the lowest standard deviation value of 0.76, which means that most of the data
points are centered around the average; thus a large percentage of the respondents are somewhat to
strongly health conscious.
Food Neophilia: It appears that the respondents are neither food neophilic, nor food
neophobic; they are somewhere in the middle, although with a tendency towards food neophilia
(mean=4.69). Thus, on average, the consumers seem to trust new food to a very small extent. The
positive aspect of it is the fact that the respondents are not afraid to eat things they have never tried
before, even though their characteristic to likely accept new foods is not yet well defined. The
median value of 4.75 shows that half of the respondents belong to the food neophilic consumers and
the other half to the food neophobic consumers.
Perceived Knowledge: With a mean score of 5.3, the respondents show to have good
perceived knowledge of dairy functional foods. It seems that, on average, the consumers have heard
of such products and that they are aware of the health benefits of these products.
Attitude: A mean score of 5.26 indicates that, on average, the consumers have a positive
attitude towards dairy functional foods.  They consider these products beneficial, good and valuable
rather than harmful, bad and worthless. In addition, the median value of 5.33 shows that half of the
respondents have a very strong positive attitude towards dairy functional foods.
Social Contacts: Based on the results (mean=4.19; median=4.16), the subjective norms
(family, friends, colleagues, doctor) represent a neutral influence on the respondents as regards
consumption of dairy functional foods. At the same time, based on the averages of each item of the
Social Contacts set of questions, family and doctor appear to have a small influence on the
consumers (mean =4.4). However, the median value indicates that half of the respondents are
somewhat or strongly influenced by peer communication and the other half of the respondents are
slightly or not at all influenced by peer communication.
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Previous Purchasing Behavior: With a mean value of 4.1, consumers report that, on
average, they are occasional buyers of dairy functional foods. The median of 4.0 indicates that half
of the respondents purchases frequently or always dairy functional foods and the other half does it
rarely or never.
Taste: Asked whether health effects in a food product are more important for them than
good taste, respondents indicate neutral responses, with a mean value of 4.17. This means that both
taste and health effects in a food product are important for the consumers. Consumers don’t have yet
a well-defined attitude as regards taste. However, the median value of 4.0 indicates that for half of
the respondents taste is more important than health effects, while the other half is ready to
compromise on taste for the health benefits of dairy functional foods.
Price: Asked whether they mind paying more for dairy functional foods, respondents
indicate neutral responses with a mean value of 4.32. At the same time, the median value of 4.00
indicates that for half of the consumers high prices are an obstacle, while for the other half of
consumers high prices are acceptable; they are willing to pay extra for the benefits of dairy
functional foods.
Further, the results of the dependent variable Behavioral Intention are illustrated. With a
mean score of 4.23, the respondents show a neutral intention to purchase dairy functional foods.
Thus, it indicates that, on average, consumers are not sure if they would buy such products.
However, there is a slight possibility that they would do it, depending on the motivations that might
affect their behavior and depending on the circumstances, such as availability of sales points or
consumers’ health status. In addition, the median of 4.16, which is close to the mean, indicates that
half of the respondents are likely to purchase dairy functional foods.
Correlation Matrix
It is illustrated in Figure 8 the correlation matrix, which is a table of all probable correlation
coefficients between all the variables of this study. The analysis of the correlation shows that a small
number of the relations are strong. The strongest relationship at 1% significance level was between
level of education and gender (p=0.0030), indicating that females of this sample have higher levels
of education. Further, there is a strong positive relation between marital status and health awareness
(p=0.0071), marital status and social contacts influence (p=0.0084), marital status and previous
purchasing behavior (p=0.0154), all of these values indicating that married consumers are more
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health aware, are likely to be influenced by their social contacts and have already purchased dairy
functional foods. Negative strong relations at 1% significance level where found between: (1)
gender and food neophilia (p=-0.0165), indicating that men are more food neophilic than women
and (2) marital status and price (p=-0.0097), indicating that married consumers consider the prices
of dairy functional foods as very high. This could be attributed to their limited income.
Figure 8: Correlation Matrix
Number_of_~n -0.1149 0.5533 0.0782 -0.6067 1.0000
Marital_St~s 0.0653 -0.5302 -0.1423 1.0000
Level_of_e~n 0.0030 0.3258 1.0000
Age -0.1900 1.0000
Gender 1.0000
Gender Age Level_~n Marita~s Number~n
Number_of_~n 0.0530 -0.2054 0.1221 0.0991 -0.0528 0.0332 0.1363 -0.0132 0.1243
Marital_St~s 0.0071 0.1873 -0.1013 -0.1300 0.0084 0.0154 -0.0710 -0.0097 -0.0560
Level_of_e~n -0.0948 0.1117 0.1086 0.1081 -0.0336 0.0815 0.0218 0.0546 0.1003
Age -0.0151 0.1148 0.2242 0.1414 -0.1189 0.0265 0.0815 -0.0960 0.2177
Gender 0.1384 -0.0165 0.1586 0.0715 -0.0268 0.1123 0.0670 0.0945 0.0452
Intention_~e 0.1002 0.0971 0.3639 0.6676 0.4713 0.5726 0.3359 -0.4648 1.0000
Price -0.0994 -0.1510 -0.1466 -0.3226 -0.2389 -0.3550 -0.3140 1.0000
Taste 0.2965 0.0917 0.2724 0.2668 0.1291 0.1904 1.0000
Previous_P~r 0.1107 0.1615 0.4638 0.4443 0.3682 1.0000
Social_Con~s -0.0275 -0.0900 0.1494 0.4658 1.0000
Attitude 0.1880 0.0473 0.3781 1.0000
Product_Kn~e 0.2053 0.2824 1.0000
Food_Neoph~a 0.1053 1.0000
Health_Awa~s 1.0000
Health~s Food_N~a Produc~e Attitude Social~s Previo~r Taste Price Intent~e
At 5% significance level, attitude was positively correlated with food neophilia (p=0.0473),
indicating that neophilic consumers have a positive attitude towards dairy functional foods. Social
contacts’ influence was negatively correlated with health awareness (p=-0.0275), gender was
negatively correlated with social contacts (p=-0.0268) and positively correlated with intention
(p=0.0452). As regards age, this study shows that it is negatively correlated with health awareness
(p=-0.0151) and positively correlated with previous purchasing behavior (p=0.0265). Level of
education is negatively correlated with social contacts (p=-0.0336) and positively correlated with
taste (p=0.0218), which shows that people with higher levels of education are less likely to be
influenced by social contacts and that they are ready to give up taste for added health benefits. Also,
number of children variable is positively correlated with previous purchasing behavior (p=0.0332)
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and negatively correlated with price (p=-0.0132). This means that the more children the consumer
has, the less affordable it is for him/her to purchase dairy functional foods.
Finally, at 10% significance level, there were found positive correlations between: gender
and attitude, taste and food neophilia, intention and health awareness, intention and food neophilia,
gender and taste, price and taste, age and taste, price and level of education, previous purchasing
behavior and level of education, number of children and health awareness, number of children and
attitude gender and marital status, number of children and level of education. Negative correlations
at 1% significance level were found between: social contacts and food neophilia, price and health
awareness, price and age, intention and marital status, number of children and social contacts.
Model Evaluation
Before proceeding to hypothesis evaluation (see Table 4 for the examined hypotheses), the
initial model is tested through multivariate regression analysis. As shown in Table 5, R square has a
value of 0.634, which shows that 63.4% of the variables are explained by the model. Thus, the
chosen model is overall a good one.
Table 4: Examined Hypotheses
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Table 5: Model Summary
Multicollinearity was also checked through Variance Inflation Factor (VIF), in order to
determine if two or more variables in this regression model are linear related to a great extent. In
case multicollinearity is detected, the regression model estimates of the coefficients turn out to be
unstable and the standard errors can get highly overstated. As regards this model, the VIF values of
the variables are all below 9 (see Table 6) suggesting no multicollinearity problems.
Table 6: Collinearity Statistics
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4.4. Hypothesis testing
In order to test the hypotheses, multivariate linear regression was conducted. Thus, it was
measured the effect of each independent variable on the dependent variable Purchase Intention.
As shown in the figure below, as regards the first hypothesis, p value is of 0.216, which is
bigger than 0.05. There is no significant relationship between health awareness and purchase
intention. Even though consumers report very high level of health awareness, it appears that this
factor doesn’t have a direct impact on their purchasing intention of dairy functional foods. Thus,
health awareness is not a strong predictor within this model and, as a result, H1 is not accepted.
Figure 9: Hypothesis 1 Testing
_cons 5.608315 .1828562 30.67 0.000 5.247047 5.969583
Intention_to_purchase .0506441 .0407689 1.24 0.216 -.0299028 .131191
Health_Awareness Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 87.5930736 153 .572503749 Root MSE = .7553
Adj R-squared = 0.0035
Residual 86.712758 152 .570478671 R-squared = 0.0101
Model .880315548 1 .880315548 Prob > F = 0.2161
F( 1, 152) = 1.54
Source SS df MS Number of obs = 154
According to H2, a positive relationship between consumers’ neophilia and their intention to
purchase dairy functional food products exists. H2 is not accepted, because it was found that there
is no statistically significant relationship between food neophilia and purchase intention (p=0.231).
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Figure 10: Hypothesis 2 Testing
_cons 4.364486 .289927 15.05 0.000 3.791679 4.937293
Intention_to_purchase .0777161 .064641 1.20 0.231 -.0499948 .2054271
Food_Neophilia Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 220.065341 153 1.43833556 Root MSE = 1.1976
Adj R-squared = 0.0029
Residual 217.992322 152 1.43416001 R-squared = 0.0094
Model 2.07301914 1 2.07301914 Prob > F = 0.2311
F( 1, 152) = 1.45
Source SS df MS Number of obs = 154
Concerning the third hypothesis, p value is of 0.000 (see Figure 11), which means that there
is a statistically significant relationship between product knowledge and purchase intention.
Perceived Greek consumers’ knowledge on dairy functional foods positively affects their purchase
decision (t=4.82). Therefore, H3 is accepted.
Figure 11: Hypothesis 3 Testing
_cons 4.079222 .2708968 15.06 0.000 3.544013 4.614431
Intention_to_purchase .2908903 .0603981 4.82 0.000 .1715621 .4102185
Product_Knowledge Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 219.357143 153 1.43370682 Root MSE = 1.119
Adj R-squared = 0.1267
Residual 190.314287 152 1.25206768 R-squared = 0.1324
Model 29.0428556 1 29.0428556 Prob > F = 0.0000
F( 1, 152) = 23.20
Source SS df MS Number of obs = 154
Attitude towards dairy functional foods was identified as a strong influence on the purchase
intention. With a p value of 0.000 and t value of 11.06 (see Figure below), it can be said that H4 is
accepted, meaning that there is a positive relationship between Greek consumers’ attitudes towards
dairy functional foods and their intention to purchase these products.
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Figure 12: Hypothesis 4 Testing
_cons 3.054921 .2123106 14.39 0.000 2.63546 3.474382
Intention_to_purchase .5233503 .047336 11.06 0.000 .4298289 .6168717
Attitude Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 210.906205 153 1.37847193 Root MSE = .87696
Adj R-squared = 0.4421
Residual 116.897998 152 .769065777 R-squared = 0.4457
Model 94.0082069 1 94.0082069 Prob > F = 0.0000
F( 1, 152) = 122.24
Source SS df MS Number of obs = 154
As regards the fifth hypothesis, again it was found a statistically significant relationship
between the independent and the dependent variables. As one can see in Figure 13, social contacts,
i.e. family, friends, colleagues and doctor, have a strong influence on the purchase intention of dairy
functional foods, with p=0.000 and t=6.59. As result, H5 is accepted.
Figure 13: Hypothesis 5 Testing
_cons 2.45488 .2804026 8.75 0.000 1.90089 3.00887
Intention_to_purchase .4118963 .0625175 6.59 0.000 .2883808 .5354118
Social_Contacts Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 262.136364 153 1.71330957 Root MSE = 1.1582
Adj R-squared = 0.2170
Residual 203.905048 152 1.34148058 R-squared = 0.2221
Model 58.2313156 1 58.2313156 Prob > F = 0.0000
F( 1, 152) = 43.41
Source SS df MS Number of obs = 154
The sixth hypothesis is split into five sub-hypotheses (see Figure 14). It assumes that certain
socio-demographic variables have a positive influence on Greek consumers’ intentions of
purchasing dairy functional foods due to their resulting health benefits.
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Figure 14: Hypothesis 6 Testing
_cons 2.127667 .8860758 2.40 0.018 .3766729 3.878662
numberofchildren .1293567 .2187345 0.59 0.555 -.3028896 .561603
familystatus .1559973 .1436485 1.09 0.279 -.1278696 .4398643
education .0737269 .2066233 0.36 0.722 -.334586 .4820398
age .4171962 .1783686 2.34 0.021 .064718 .7696743
gender .2772132 .2456916 1.13 0.261 -.2083036 .7627299
intention Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 344.100842 153 2.24902511 Root MSE = 1.4757
Adj R-squared = 0.0317
Residual 322.311651 148 2.17778142 R-squared = 0.0633
Model 21.7891915 5 4.3578383 Prob > F = 0.0818
F( 5, 148) = 2.00
Source SS df MS Number of obs = 154
As regards gender, p value of 0.261 shows that there is no statistically significant
relationship between gender and purchase intention. This means that being female may not
positively affect purchase intention of dairy functional foods. Thus, H6a is not accepted.
Further concerning age, at a 5% significance level, it was found a strong positive relationship
between age and purchase intention (p=0.021). Thus, one can suggest that being older positively
affects Greek consumers’ intentions of purchasing dairy functional foods. Therefore, H6b is
accepted.
The third hypothesis with regard to socio-demographic status suggests that consumers with
higher level of education are more likely to purchase dairy functional foods. As p=0.722, H6c is not
accepted, since there is no statistically significant relationship between level of education and
purchase intention. Thus, education does seem to significantly affect Greek consumers’ intentions of
purchasing dairy functional foods.
H6d hypothesis postulated the connection between family status and purchase intention. P
value is higher than 0.05 (p=0.279), which means that there is no statistically significant relationship
between family status and purchase intention. Thus, H6d is not accepted. Being married does not
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necessarily influence positively Greek consumers’ intentions of purchasing dairy functional foods
due to their resulting health benefits.
Finally, the last sub-hypothesis, which links socio-demographic status, tests if number of
children positively affects Greek consumers’ intentions of purchasing dairy functional foods. As
p=.555, it means that there is no statistically significant relationship between number of children and
purchase intention. Thus, H6e is not accepted. Having some children does not affect positively
Greek consumers’ intentions of purchasing dairy functional foods.
Further, the seventh hypothesis is examined (see Figure 15). It was detected a positive and
statistically significant relationship between previous purchasing behavior and purchase intention
(p=0.000; t=8.61). Thus, a consumer that has previously bought dairy functional food products is
more likely to have intentions to purchase also in the future. In this context, H7 is accepted.
Figure 15: Hypothesis 7 Testing
_cons 1.363123 .3367497 4.05 0.000 .6978087 2.028437
Intention_to_purchase .6464878 .0750805 8.61 0.000 .4981518 .7948238
Previous_Purcahsing~r Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 437.538961 153 2.85973177 Root MSE = 1.391
Adj R-squared = 0.3234
Residual 294.088638 152 1.93479367 R-squared = 0.3279
Model 143.450323 1 143.450323 Prob > F = 0.0000
F( 1, 152) = 74.14
Source SS df MS Number of obs = 154
As regards the eighth hypothesis, as shown in the Figure 16, it is also validated. P=0.000 and
t=4.4. Thus, there is a statistically significant positive relationship between taste and purchase
intention. Perceived taste of dairy functional foods appears to positively influence the intention to
purchase these products. H8 is accepted.
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Figure 16: Hypothesis 8 Testing
_cons 2.614258 .3757365 6.96 0.000 1.871918 3.356599
Intention_to_purchase .3683279 .0837728 4.40 0.000 .2028185 .5338373
Taste Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 412.689935 153 2.69731984 Root MSE = 1.552
Adj R-squared = 0.1070
Residual 366.125954 152 2.40872338 R-squared = 0.1128
Model 46.5639807 1 46.5639807 Prob > F = 0.0000
F( 1, 152) = 19.33
Source SS df MS Number of obs = 154
Finally, proceeding to the last hypothesis (see Figure 17), p value was found to be of 0.000
and t test=-6.47. Therefore, there is a negative and statistically significant relationship between price
and purchase intention. It is now confirmed that high prices of dairy functional foods will influence
negatively Greek consumers’ purchasing intention.  Thus, H9 is accepted.
Figure 17: Hypothesis 9 Testing
_cons 6.32975 .329621 19.20 0.000 5.67852 6.98098
Intention_to_purchase -.4756113 .0734911 -6.47 0.000 -.6208071 -.3304155
Price Coef. Std. Err. t P>|t| [95% Conf. Interval]
Total 359.409091 153 2.34907903 Root MSE = 1.3615
Adj R-squared = 0.2109
Residual 281.76915 152 1.85374441 R-squared = 0.2160
Model 77.6399407 1 77.6399407 Prob > F = 0.0000
F( 1, 152) = 41.88
Source SS df MS Number of obs = 154
To conclude, in terms of the hypotheses developed, six of the nine hypotheses are supported
empirically, while one of the five sub-hypotheses (i.e., age) is accepted. Based on the fact that
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overall seven out of the nine major hypotheses in this study were supported empirically (except H6,
which is partially accepted) and also as 63.4% of the variables are explained by the model (r
square=0.634), it can be inferred that the model chosen for this study is a promising one. It means
that it can be used in similar potential studies. The results of the current study has produced an
updated model for the dairy functional food products attitudes and purchasing behaviour of Greek
consumers. This is illustrated in Figure 18.
Figure 18: Resulting model for the dairy functional food products
attitudes and purchasing behaviour of Greek consumers
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5. DISCUSSION
5.1. Introduction
This chapter discusses the results of the study. It reports whether the findings of this research
are in line with the findings of other studies or if it contradicts them. Differences when evident are
explained and attributed to several reasons.
5.2. Discussion
A review of the literature review points towards several behavioral beliefs, normative beliefs
and control beliefs as determinants of dairy functional foods purchase intention. These include:
belief in health benefits of dairy functional foods, consumers’ socio-demographic characteristics,
claimed knowledge of the concept, trust, and previous purchasing behavior, safety of functional
foods, neophilia, taste and price. The primary aim of this study was to identify the factors that
influence Greek consumers’ purchase intentions of dairy functional foods. Table 7 offers a summary
of the results, reporting the accepted and rejected hypotheses.
Health Awareness
Results show that Greek consumers have a strong level of health awareness. This finding is
not surprising, as Perić, Rodić and Milošević (2011) and Chen and Wang (2009) report similar
results, but for different countries. The living standards in Greece are relative high with big part of
the population being highly educated. All these contribute to a relatively high level of health
awareness. However, even though consumers report very high level of health awareness, it appears
that this factor doesn’t have a direct impact on their purchasing intention of dairy functional foods.
That is indicated by the rejection of H1. These findings contradict Pferdekamper (2003) and
Labrecque et al. (2006). It could be explained by the fact that most of the respondents are young,
single and without children, which means that for the moment they maintain their health state
through plenty of physical activity and sports rather than through dietary aspects which are usually
associated with more expensive food categories, such as functional foods. Differences could be
attributed also to different research methods used. For instance, Labrecque et al. (2006) distributed
questionnaires only to college/university students, while this study done in Greece was administered
to consumers coming from different backgrounds (students, workers, entrepreneurs).
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Table 7: Summary of Results
Food Neophobia/Neophilia
Further, it was found that on average Greeks are neither food neophobic, nor food neophilic.
There was found no significant relationship between consumer’s neophilia and their intention to
purchase dairy functional foods. Even though the correlation matrix indicates that there is a
significant positive relationship between food neophilia and purchase intention, it appears that food
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neophilia is not a strong factor within the overall model; it thus may have only an indirect influence
on purchase intention. These findings refutes Labrecque et al. (2006) and Urala and Lähteenmäki
(2007), who found out that neophobia decreased slightly the willingness to use functional foods.
These findings could be explained by differences in sampling frame and place where the study was
done. Thus, Labrecque et al. (2006) administered the questionnaires only to students coming from
French Canada, the USA and France and Urala and Lähteenmäki (2007) distributed the
questionnaires to consumers from Finland.
Perceived Knowledge
The results of this research indicate that Greek consumers have very good knowledge over
the benefits that could result from dairy functional foods consumption. This finding is consistent
with Sukboonyasatit (2009), who found that consumers have good knowledge of functional foods.
Additionally, this study has shown that consumers’ knowledge on dairy functional foods positively
affects their purchase decision. This finding is confirmed by Verbeke (2005), O'Connor and White
(2010) and Labrecque et al., (2006). This could be explained by relatively similar research methods.
Thus, dairy functional foods market could be very successful on the Greek market due to
consumer’s high knowledge on such products.
Attitudes towards dairy functional foods
Similar to Mitchell and Ring (2010), Bech-Larsen and Grunert (2003), Siro et al. (2008) and
Sukboonyasatit (2009), results indicate that Greeks have generally a positive attitude towards dairy
functional foods, considering them as beneficial, good and valuable. According to the histogram in
Appendix 4, there are few consumers who report to have a negative attitude towards such products.
Additionally, this study shows that there is a positive relationship between consumers’ attitudes
towards dairy functional foods and their intention to purchase these products. Moreover, attitude
was found to be the most influential factor in dairy functional foods purchase intention. In the
context of dairy functional foods purchases, Urala and Lähteenmäki (2004) and O'Connor and White
(2010) also show that attitude towards these products influences positively purchase intention.
Social Contacts
This study reports that on average the subjective norms (family, friends, colleagues, and
doctor) represent a neutral influence on the respondents as regards consumption of dairy functional
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foods. At the same time, it was found that the subjective norms have a positive relationship to Greek
consumers’ intentions to purchase dairy functional foods. This finding is in agreement with
O'Connor and White (2010) and Sukboonyasatit (2009). In intensity, social contacts have a strong
impact on purchase intention, after attitude and previous purchasing behaviour.  It seems that people
tend to copy others’ behaviour or copy behaviours of others they trust and admire. Consumers are
influenced by the others upon their food consumption habits, because it is important for them to get
family’s or friends’ approval and because they believe the doctor is an expert and knows better
which food is beneficial for health.
Demographics
Prior studies show that certain socio-demographic characteristics have a positive influence
on the dairy functional food purchase intention. Regarding gender, the majority of studies reveal that
females are the most likely buyers of functional foods (Gilbert, 1997; Verbeke, 2005; IFIC, 2000;
Poulsen, 1999). Moreover, Verbeke (2005) reports that women have higher levels of health
awareness compared to men, being more socially/community involved and therefore knowing more
things over health issues. Contrary to previous studies, in line with Niva and Mäkelä (2007), this
research shows that gender is not a differentiating variable. An explanation of this result could be
the fact that in Greece both men and women have similar levels of health awareness, similar past
consumption/purchasing experiences of dairy functional foods and they both have positive attitudes
towards purchasing dairy functional foods.
As regards age, Gilbert (1997), IFIC (2000) and Poulsen (1999) stated that older consumers
are among the heavy users of functional food. The findings of this research are consistent with
previous studies, showing that older consumers are more likely to purchase dairy functional foods.
Considering the health benefits of these products: positive effects on the immune system, on the
cardiovascular system or on the gastrointestinal tract (Bhat and Bhat, 2011), older people may be
more conscious of their health due to their potentially declining health status and therefore may be
paying closer attention of the value and quality of the food they buy and consume in an attempt to
improve their health state.
Consumers with higher levels of education often show stronger purchase intention of dairy
functional foods in comparison with consumers with lower levels of education, as reported by
Gilbert (1997), Verbeke (2005), IFIC (2000) and Niva and Mäkelä (2007). Contrary to the expected,
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this study shows that level of education has no significant influence on purchase intention. This
finding could be attributed to the various fields of education of the respondents, (i.e., engineering,
management, medical sciences, marketing, history, information technologies), who probably have
different consumption patterns, which were not investigated in this study.
Through this study, family status was found to have no influence on consumers’ purchase
intentions. Being married does not necessarily influence positively Greek consumers’ intentions of
purchasing dairy functional foods due to their resulting health benefits. That contradict findings
which show that married couples pay closer attention of the food they consume (Gilbert, 1997;
Verbeke, 2005). An explanation of this study’s findings could be the fact that, as shown in the
correlation matrix, married people are sensitive to the high prices of these products, thus price could
be an obstacle in their purchase intention, even though their level of health awareness is high.
As regards the last socio-demographic variable, it was shown that number of children has no
influence on purchase intention. This is an unexpected finding, as prior studies show that consumers
with children are believed to more likely purchase functional foods compared to consumers without
children (Gilbert, 1997; Verbeke, 2005). Differences could be attributed to data received. More
specifically, the majority of the respondents are young, single and without children. Thus the
validity of this result is questionable.
Previous purchasing behaviour (Previous consumption experiences with functional dairy products)
Previous purchasing behaviour was found to be the second strongest influential factor on the
purchase intention of dairy functional foods. Although there was found no previous research that
could test if past purchasing behaviour influences intention to purchase dairy functional foods, this
finding is in agreement with Ajzen (1991), who reports that, normally, past behaviour can predict
future behaviour. This result implies that dairy functional foods customers are, in general terms,
loyal customers, as they acknowledge the value of these products.
Taste
Further, concerning taste, this study shows that perceived taste of dairy functional foods will
influence the intention to purchase these products. Thus, this is consistent with Thompson and
Moughan (2008) and Poulsen (1999), who report that taste is still among the most significant
influencers in a consumer’s decision-making process. However, in the context of dairy functional
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foods, this study shows that perceived taste will influence positively the purchase intention, while
the majority of prior studies show that perceived taste influences negatively the purchase intention
(Jonas and Beckmann, 1998; Verbeke, 2006; Urala and Lähteenmäki, 2004). It appears that Greek
consumers are willing to compromise on the taste for the claimed health benefits of functional
foods. This could be attributed to consumers’ high level of health awareness. Moreover, if the
majority of dairy functional foods taste good, then obviously consumers’ perceptions would be
favorable towards dairy functional foods.
Price
Finally, as regards the last factor, this study shows that high prices of dairy functional foods
will influence negatively Greek consumers’ purchasing intention. This finding is confirmed by Jonas
and Beckmann (1998), Mitchell and Ring (2010), Niva (2006) and Sääksjärvi, Holmlund and
Tanskanen (2009). An explanation of this finding is the current financial crisis and Greek citizen’s
possible sensitivity towards consuming expensive products/food (Heller, 2010). It seems that price
is a strong obstacle in purchasing dairy functional foods. Moreover, it appears that among Greeks,
premium price is not justified by the health benefits offered by functional foods.
To conclude, the importance of this paper is high and the marketing implications are
enormous for the consumers (for reasons, such as price, promotion ways or product characteristics)
and for the functional food producers, who may identify more successful ways to improve their sales
with better segmentation and proper use of marketing communication messages and channels. Most
of the hypotheses were validated, while to those that were not accepted can be attributed several
reasons, such as different methods used (interpretive research), data received and country
differences. This paper can be used in similar studies and thus can be of great importance to food
marketers. Thus, theoretical and managerial implications will be presented in the next chapter.
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6. CONCLUSIONS, THEORETICAL AND MANAGERIAL IMPLICATIONS,
LIMITATIONS AND DIRECTIONS FOR FURTHER RESEARCH
6.1. Introduction
This is the final chapter, which presents an overview of the study’s findings. Further, it
presents the study’s theoretical and managerial implications while limitations and directions for
further research are also discussed.
6.2. Summary and Theoretical Implications
Dairy functional foods represent one of the food categories that are widely recognized for
their added health benefits, such as positive effects on the immune system, on the cardiovascular
system and on the gastrointestinal tract. Despite the claimed additional benefits of functional foods,
there is relatively limited evidence about consumer responses to dairy functional food health claims
(Verbeke, 2005; Labrecque et al., 2006; Roininen, Lähteenmaki and Tuorila, 1999; Urala, 2005;
Padberg and Westgren, 1979; Sääksjärvi, Holmlund and Tanskanen, 2009; IFIC 2000). Expanding
on the research already conducted in other parts of the world, this study aimed to gain an insight into
Greek consumers’ attitudes and purchasing intentions with regard to dairy functional foods.
The Theory of Planned Behaviour was adopted in understanding the underlying dimensions
that can predict Greek respondents’ willingness to use functional food products. The main research
question was: “What are the factors that influence Greek consumers’ intentions when purchasing
dairy functional foods?” This study used quantitative methods of research, i.e. structured
questionnaires. The survey was delivered to 415 respondents from Greece in August and September
2012. Overall 154 complete and usable questionnaires were obtained. For most of the data analysis,
Excel and SPSS 17.0 were used.
The results illustrate that the sample included more women than men. Most of the
respondents were young, single and without children and overall highly educated (i.e., MSc/PhD
holders).  These consumers reported high levels of health awareness, good perceived knowledge of
dairy functional foods and positive attitude towards dairy functional foods. Additionally, they said
that social contacts, perceived taste and price have a neutral influence on their purchasing decision.
Results indicated that half of the respondents tend to be loyal consumers of dairy functional foods.
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In order to test the hypotheses, multivariate linear regression was used. Based on the fact that
overall seven out of the nine major hypotheses in this study were supported empirically (except H6,
which is partially accepted) and also as 63.4% of the variables are explained by the model (R
square=0.634), it can be inferred that the model chosen for this study is adequate. This model could
be further validated in the future.
This study contributes to the area of food marketing at several fronts. Firstly, while previous
studies have identified knowledge and health claims as the most influential factors of purchasing
intention of dairy functional foods, this study has identified attitude towards these products, previous
purchasing behavior and social contacts as the most influential factors. Additionally, functional
foods purchase intention was vaguely investigated by other studies in terms of neophilia. This
research found that Greeks are neither food novelty seekers, nor food neophobic and that their
purchase intention of dairy functional foods is not influenced by their food neophilia level. Also, this
study has proposed a conceptual model for one category of functional foods, i.e. dairy products, and
not for all the functional food products as previous studies did (such as, Verbeke, 2005; Labrecque
et al., 2006; Sääksjärvi, Holmlund and Tanskanen, 2009; IFIC, 2000; Padberg and Westgren, 1979).
6.3. Managerial Implications
It appears that Greek consumers have a positive attitude towards dairy functional foods and
that the attitude tends to influence positively their purchase intention. At the same time, in addition
to attitude, this study reports that there are several other factors that can influence consumers’
purchase intention. By knowing the factors behind purchase intention of dairy functional foods,
marketers of these products can create an improved communication with consumers. For example, it
was demonstrated in this research that consumers who previously bought dairy functional foods
have the purchase intention of dairy functional foods. Thus, marketers should put emphasis on
keeping the customer base. For instance, they could use several loyalty programs and tracking their
consumers’ purchases and proposing them new products or giving them the incentives to increase
the amount of the food they consume etc.
Also, it was found that social contacts have a positive influence on purchase intention of
dairy functional foods. Therefore, marketers could design communication campaigns that would use
reference groups to influence customers. Further, the study reports that price premium has a
negative influence on the purchase intention. Thus, marketers of dairy functional foods could
Page 56 of 83
slightly decrease the price, so that premium price could be justified by the health benefits offered by
functional foods. However, the price decrease should be very small, in order to avoid brand image
devalue effects. Also, this study has shown that consumers’ knowledge on dairy functional foods
positively affects their purchase decision. Hence, in order to increase purchase intention, marketers
could spend more resources on educating the consumers as regards dairy functional foods, so that
consumers would have a better understanding of these products. It could be done, for instance, by
using social network platforms or by engaging consumers over the benefits of consuming these
products. . Enhanced education in turn could influence positively their purchase intention. As it was
found that Greek consumers tend to be willing to compromise on the taste for the claimed health
benefits of functional foods, marketers should give even more emphasis on the health properties of
dairy functional foods. Finally, this study has shown that older consumers are more likely to
purchase dairy functional foods. This could have implication to the sales of these products. Thus,
marketers could enhance their targeting strategies vis-à-vis older people. Older people may be
included in the communication messages and channels that these messages will be used for the
promotion of the products.
6.4. Limitations and Directions for Further Research
While carrying out this research, several limitations of the work were identified. Time
constraint is the first significant limitation, which made possible the collection of only 154 complete
and usable questionnaires. Even though the sample size of 154 was considered sufficient, it seems
that this number is not representative for all the Greek consumers. Thus, the results might not be
very realistic and accurate, which means that the results cannot be generalized to all the Greek
population. Thus, further research must be carried out given a wider sample, especially through the
probability sampling technique, given its advantages. Also, it was identified the need for a more
diverse sample as regards certain demographic variables. Since the majority of the respondents were
young, single, with higher levels of education and without children, it seems that the validity of
some results is questionable. Also, the findings of this study might be country-specific. Thus, it is
suggested to carry out cross-country studies.
Another limitation of this study is the data collection method. Quantitative methods have
several disadvantages, such as respondent’s little flexibility and low response rate. Therefore,
besides quantitative methods, qualitative methods could have been used, in order to offer more
insightful details about the factors that influence purchase intention.
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Further, this study focuses on certain behavioral, normative and control beliefs. However,
there is a probability that the study has ignored other potential factors, such as psychographic
characteristics, health state or skepticism. Therefore, these factors could be directions for further
research. To conclude, limitations of the study were inevitable, as no matter of the efforts, collection
and analysis methods used, time and sample size, it seems that research studies cannot reach the
absolute dimensions of perfection.
6.5. Conclusions
Expanding on the research already conducted in other parts of the world, this study aimed to
gain an insight into Greek consumers’ attitudes and purchasing intentions with regard to dairy
functional foods. Thus, based on the Theory of Planned Behaviour, it appears that several
behavioural beliefs, normative beliefs and control beliefs influence Greek consumers’ purchase
intentions towards dairy functional foods. These are: perceived knowledge of dairy functional foods,
attitude towards these products, social contacts, consumers’ age, previous purchasing behaviour,
taste and price. The chosen model could be further validated in the future, as 63.4% of the variables
are explained by the model. To conclude, this study could assist dairy functional food marketers to
improve their marketing communication messages and channels used.
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APPENDIXES
1. Greek Purchasing Behavior of Dairy Functional Food Questionnaire
International Hellenic University, as part of its MSc in Management Programme, is
conducting a study on “Greek consumer behavior towards dairy functional food products”.
Functional foods are those designed to offer additional health benefits. Examples of dairy functional
food products include: a) Probiotic drinking yogurt with L. Casei Imunitass cultures (e.g. Actimel
brand name); b) Yogurt containing Bifidus ActiRegularis (e.g. Activia brand name); c) Milk with
added vitamins or Lactose free.
We would like to ask for your participation in this study by completing this anonymous
survey. Please indicate your answer by circling or highlighting the answer/number that best suits
your opinions. Make one selection per question. Your time and effort is appreciated. Thank you!
Health Awareness Strongly
Disagree
Disagree Somewhat
Disagree
Neutral Somewhat
Agree
Agree Strongly
Agree
I'm very self-conscious
about my health
1 2 3 4 5 6 7
A healthy diet is a very
significant factor of health
1 2 3 4 5 6 7
I take responsibility for the
state of my health
1 2 3 4 5 6 7
Food Neophilia
I don’t trust new food 1 2 3 4 5 6 7
I am afraid to eat things I
have never tried before
1 2 3 4 5 6 7
At dinner parties, I will try
new food
1 2 3 4 5 6 7
I would consider buying a
new food product, even if I
hadn’t heard of it.
1 2 3 4 5 6 7
Perceived Knowledge
I know foods with speciﬁc
beneﬁcial health impact
1 2 3 4 5 6 7
I’ve heard the term “dairy
functional foods”
1 2 3 4 5 6 7
I’ve heard of at least one of
the products introduced in
this questionnaire
1 2 3 4 5 6 7
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Attitude For me, purchasing dairy functional food is :
Harmful 1 2 3 4 5 6 7 Beneficial
Bad 1 2 3 4 5 6 7 Good
Worthless 1 2 3 4 5 6 7 Valuable
Social Contacts Strongly
Disagree
Disagree Somewhat
Disagree
Neutral Somewhat
Agree
Agree Strongly
Agree
My family thinks I should
eat dairy functional foods
1 2 3 4 5 6 7
My friends or colleagues
think I should eat dairy
functional foods
1 2 3 4 5 6 7
My doctor thinks I should
eat dairy functional foods
1 2 3 4 5 6 7
Perceived Taste
Dairy functional foods
taste as good as similar
conventional foods
1 2 3 4 5 6 7
I could eat foods that don’t
taste very good, only if
they offer health benefits
1 2 3 4 5 6 7
For me, health effects in a
food product are more
important than good taste
1 2 3 4 5 6 7
Price
I don’t mind paying more
for dairy functional foods
1 2 3 4 5 6 7
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Purchase Intention Strongly
Disagree
Disagree Somewhat
Disagree
Neutral Somewhat
Agree
Agree Strongly
Agree
I intend to buy dairy
functional foods in the next
few weeks
1 2 3 4 5 6 7
I aim to eat/ drink dairy
functional foods for my
healthy lifestyle
1 2 3 4 5 6 7
I want to eat/drink dairy
functional foods
1 2 3 4 5 6 7
Have you ever purchased dairy functional food products before?
Never Very Rarely Rarely Occasionally Frequently Very Frequently Always
1 2 3 4 5 6 7
Please indicate your gender: Male Female
Which age group are you in?
Under 20 years 21-30 years 31-40 years 41-50 years Above 50 years
What is the highest level of education you have completed?
High School/Secondary Undergraduate(BSc) Graduate (MSc/PhD)
What is your family status?
Married Divorced Single Widow Other
How many children do you have?
0 1 2 3 4 or more
Please use the space provided below for any comments you may have:
Thank you for completing this survey 
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2. Factor Analysis Results
Health Awareness
Component Matrixa
Component
1
HA1 .770
HA2 .702
HA3 .758
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
Food Neophilia
Component Matrixa
Component
1
FN1 .804
FN2 .810
FN3 .723
FN4 .723
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
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Perceived Knowledge
Component Matrixa
Component
1
PK1 .790
PK2 .713
PK3 .770
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
Attitude towards Dairy Functional Foods
Component Matrixa
Component
1
At1 .912
At2 .924
At3 .936
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
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Social Contacts
Component Matrixa
Component
1
SC1 .881
SC2 .880
SC3 .865
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
Taste
Component Matrixa
Component
1
T1 .400
T2 .914
T3 .909
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
Purchase Intention
Component Matrixa
Component
1
In1 .919
In2 .927
In3 .905
Extraction Method:
Principal Component
Analysis.
a. 1 components
extracted.
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3. Reliability Test Results
Health Awareness
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's Alpha Cronbach's Alpha Based on Standardized Items N of Items
.596 .596 3
Item Statistics
Mean Std. Deviation N
HA1 5.45 1.085 154
HA2 6.19 .906 154
HA3 5.83 1.053 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 5.823 5.448 6.188 .740 1.136 .137 3
Item Variances 1.035 .821 1.177 .357 1.434 .036 3
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
HA1 12.02 2.490 .434 .189 .450
HA2 11.28 3.157 .365 .133 .552
HA3 11.64 2.612 .421 .179 .470
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Food Neophilia
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha
Cronbach's Alpha Based on
Standardized Items N of Items
.763 .764 4
Item Statistics
Mean Std. Deviation N
FN1 4.30 1.478 154
FN2 4.87 1.640 154
FN3 5.22 1.514 154
FN4 4.38 1.638 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 4.693 4.299 5.221 .922 1.215 .187 4
Item Variances 2.462 2.185 2.689 .504 1.231 .069 4
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
FN1 14.47 14.094 .607 .468 .685
FN2 13.90 13.134 .605 .474 .683
FN3 13.55 14.654 .524 .304 .727
FN4 14.39 13.991 .517 .302 .732
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Perceived Knowledge
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha
Cronbach's Alpha Based on
Standardized Items N of Items
.597 .630 3
Item Statistics
Mean Std. Deviation N
PK1 5.66 1.179 154
PK2 4.66 1.978 154
PK3 5.62 1.568 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 5.310 4.656 5.656 1.000 1.215 .321 3
Item Variances 2.588 1.391 3.913 2.523 2.814 1.604 3
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
PK1 10.27 8.330 .468 .229 .470
PK2 11.27 5.415 .388 .155 .578
PK3 10.31 6.922 .427 .211 .467
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Attitude towards Dairy Functional Foods
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha
Cronbach's Alpha Based on
Standardized Items N of Items
.914 .914 3
Item Statistics
Mean Std. Deviation N
At1 5.36 1.204 154
At2 5.34 1.315 154
At3 5.10 1.292 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 5.268 5.097 5.364 .266 1.052 .022 3
Item Variances 1.616 1.449 1.730 .282 1.195 .022 3
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
At1 10.44 6.157 .804 .649 .895
At2 10.46 5.544 .828 .693 .875
At3 10.71 5.555 .851 .724 .855
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Social Contacts
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha
Cronbach's Alpha Based on
Standardized Items N of Items
.844 .848 3
Item Statistics
Mean Std. Deviation N
SC1 4.42 1.628 154
SC2 3.82 1.340 154
SC3 4.36 1.515 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 4.197 3.818 4.416 .597 1.156 .108 3
Item Variances 2.248 1.797 2.650 .853 1.475 .184 3
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
SC1 8.18 6.681 .724 .527 .775
SC2 8.77 8.098 .724 .525 .778
SC3 8.23 7.383 .697 .487 .795
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Taste
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha
Cronbach's Alpha Based on
Standardized Items N of Items
.659 .636 3
Item Statistics
Mean Std. Deviation N
T1 4.52 1.349 154
T2 4.23 1.874 154
T3 4.11 1.643 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 4.288 4.110 4.519 .409 1.100 .044 3
Item Variances 2.678 1.820 3.514 1.694 1.931 .718 3
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
T1 8.34 10.789 .194 .038 .848
T2 8.63 5.280 .642 .556 .288
T3 8.75 6.292 .647 .553 .305
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Intention
Case Processing Summary
N %
Cases Valid 154 100.0
Excludeda 0 .0
Total 154 100.0
a. Listwise deletion based on all variables in the procedure.
Reliability Statistics
Cronbach's
Alpha
Cronbach's Alpha Based on
Standardized Items N of Items
.904 .905 3
Item Statistics
Mean Std. Deviation N
In1 4.08 1.760 154
In2 4.14 1.580 154
In3 4.47 1.560 154
Summary Item Statistics
Mean Minimum Maximum Range
Maximum /
Minimum Variance N of Items
Item Means 4.229 4.084 4.468 .383 1.094 .043 3
Item Variances 2.676 2.434 3.097 .664 1.273 .134 3
Item-Total Statistics
Scale Mean if
Item Deleted
Scale Variance if
Item Deleted
Corrected Item-
Total Correlation
Squared Multiple
Correlation
Cronbach's
Alpha if Item
Deleted
In1 8.60 8.659 .814 .669 .861
In2 8.55 9.569 .831 .691 .844
In3 8.22 9.990 .788 .622 .880
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4. Histograms
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